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RE: Al pine Camaaicm Itegfilo paont Creative R<agu£gt 

ik'i 

This n«mo rft<iueBts your asaistanca in th* devalopmant of a new. . 

Alpine campaign. 'p^ 

B aff XgtOTn i iMliUd ^ . 

This past Monday va gathered in Hew York with eenior leva! 
management to dlscusa the demise cf the Xleber Campaign and > 

racalve new direction for further work. Ultimately, it was agreed pt 
that Alpine's positioning and the basic strategy behind the 
advertising will remain the same. Erecutionally/ the Agency needs / 

to develop a more aggressive stance for the brand. UaJI 

Based on comments from the meeting, Philip Morris is plajnning to 
support Alpine in 1994, enabling the brand to realize its --d > ^ J 

potential as a tactical fighter brand against Salem* Given IciiM 

Alpine‘s pending price cut to the lowest price tier, its ability 
to compete on price will be strengthened, and hopefully the brand 
will reclaim its position as the number one source of alternate 
volume and outswitching from Salem. 



While Alpine will not be advertised at the levels of premium 
brands, the Client plans to fund print, outdoor and direct. As 
our media .w^»igJits won't be particularly heavy, this creates yet 
another challenge for the Agency, The advertieing needs to work 
harder and be more impactful because consumer exposure will be 
moderate. 
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ar.eatiYt.-Re<mtsji 


Please develop a range of creative concepts that fall along the 
continuum of '•aggressive'* positioning for Alpine, Por example, on 
one end of the continuum you may want to execute a direct 
comparative with Salem. On the ether end, a compelling call to 
action say be more appropriate. 
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Source: https://www.industrydocuments.ucsf.edu/docs/hswn0004 
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PRICE VALl^-PM 


Ev®ryon* iAtf « diff*r«nt opinion of "aggresBiv*", -thBr^for* wa 
need to fl^h out a, range ot options for the Client to review. 

The epecific '^jectlveo of the caapaign and the brand poeitioning 
are as follOMt 


. Enhance branding 

. Clearly fCbiiBunlcate Alpine's price proposition 
. Reinforce Alpine'■ menthol attributes, particularly 
■refreshment" 


Brand Poaitianingt 

Alpine Is the preferred menthol alternative that offers fresh 
menthol taste at compelling savings. 

ExpcytIpnal^ Cynsideratiena 

While it's.critical that we explore more ■aggressive" advertising 
concepts, It should not be at the expense of creating a unlgue 
aguity for'^Alplne* Row that Alpine will be one aaong many brands 
in the de<^i'dl8couht tier, it's even more important to 
differentiate Alpine from the crowd. 

In terms ot graphic style, our executions should maintain the 
equity of'mimtaih peaJbi. lihile illxistratlon is still an option, 
ve should^iiSi^ihitely consider photography since it appears that 
our Clieht'l^as. h strong interest in reconeidering thie approach. 

The cileht;.has asKed for a tall order on this canpaigni We've 
been asXed'to oommunioate quality, refreshment, price as veil as 
legitimize, the brand and more aggressively target Salem smokers. 
Hopefully ye.can communicate many of those elements through the 
graphics.; ^i'For example, if ve are able to say quality and 
■legitimate" through the graphics, there are fewer elements to put 
in the copy; 



Based on.'CllMit availability, we now need to'CRd the work on 
Friday, Juhe.25th, in preparation for the presentation in Hew York 
on Thursday^ July 1st. 


If Client7service can provide any assistance at ell in digging up 
old camp^gns, answering questions or clarifying direction please 
call us. We recognize what a difficult assignment this is, and ve 
want to offer any assistance you may need. 


Thank you:;fpr your help with thie project. 
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